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Besides  opening  Travel  Alberta’s  new  Edmonton 
office  on  April  1 , Richard  has  been  working  with 
his  team  to  restructure  and  realign  Travel  Alberta’s 
stakeholder  engagement  strategy  which  includes 
industry  and  government  relations,  industry 
education  and  industry  participation  programs. 

As  well,  he  has  been  leading  the  transition  of  Travel 
Alberta’s  regional  co-operative  marketing  programs, 
delivered  under  contracts  with  six  Tourism  Destination 
Regions  (TDRs),  into  the  corporation  that  will  be 
complete  next  March. 


ATTEND  RICHARD’S  “BOOST  YOUR  OWN  BUSINESS  WITH 
CO-OPERATIVE  FUNDING”  SESSION  ON  OCTOBER  25  AT 
THE  TRAVEL  ALBERTA  INDUSTRY  CONFERENCE. 
INDUSTRY.TRAVELALBERTA.COM/CONFERENCE 


If  that  wasn’t  enough  to  keep  the  former  hotelier 
busy,  he  is  also  responsible  for  Travel  Alberta’s  high 
performing  Meetings,  Conventions  and  Incentive 
Travel  (MC&IT)  program  that  last  year  generated  1 43 
requests  for  proposals  to  host  meetings  in  Alberta  that 
if  fully  booked,  would  have  a total  economic  impact  of 
almost  $300  million. 

Richard  takes  it  all  in  stride  as  befits  the  experienced 
and  jovial  leader  who  brings  more  than  25  years  of 
national  and  international  management  experience  in 
the  hospitality  sector  to  Travel  Alberta  and  to  Alberta’s 
tourism  industry.  He  was  General  Manager  of  The 
Sutton  Place  Hotel  in  Edmonton  since  2003.  Active 


in  the  community,  Richard  has  served  as  a Board 
member  of  Edmonton  Economic  Development  Corp., 
Chair  of  the  Downtown  Business  Association, 
Co-Chair  of  the  Edmonton  Destination  Marketing 
Fund,  Alberta  Film  Commission,  Edmonton  Symphony 
Orchestra  and  the  NAIT  Tourism  and  Hospitality 
Advisory  Council,  among  many  other  community 
and  charitable  organizations. 

After  five  months  of  successfully  manoeuvring 
through  the  critical  portions  in  his  portfolio,  Richard 
sat  down  to  share  his  insights  on  Travel  Alberta  and 
engaging  industry. 
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Here  are  Richard’s  key  messages. 


contacts  on  the  team 
to  regional  industry 
relations  leads. 


folks  at  Tourism,  Parks 
and  Recreation.  The  goal 
|s  to  connect  industry  with 
the  right  people  and  the 
right  time  to  help  them 
grow  their  businesses. 


Travel  Alberta,  especially 
with  our  Industry  Relations 
team,  is  now  more 
active  in  building  strong 
relationships  with  industry 
across  the  province. 


There  is  no  better 
example  of  how  we  are 
collaborating  with  industry 
than  our  current  work 
with  the  Tourism 
Destination  Regions 
(TDRs)  to  bring  the 
regional  co-operative 
marketing  programs 
inside  Travel  Alberta  and 
to  design  a simpler,  easier 
and  faster  process  to 
get  co-operative  funding 
to  support  industry 
marketing  programs.  We 
are  making  great  progress 
and  with  the  grassroots 
input  of  the  TDRs. 

Industry  will  notice  big 
improvements  when  we 
outline  the  new  program. 
While  the  program  will  be 
new.  Travel  Alberta’s 
commitment  to 
maintaining  regional 
funding  for  the  program 
at  current  levels  will  not 
change.  (See  story  page  8.) 


We  are  working  to 
connect  better  with 
Mwsfgy.  For  example,  this 
summer,  we  instituted  a 
'regularipurism  marketing 
Wfi^immith  regional 
industryjtakeholdeys: 

This,  as  welj,asrfegular  ' 
meetings  with  the  larger 
■Destination  Marketing 
Organizations,  are  great 
opportunities  to  share 
markdimU^^^jes  and 
activities.  Simply  sitting 
down  and  talking  can 
make  huge  strides  in 
aligning  Travel  Alberta’s 
plans  with  industry  needs. 
Success,  to  me  at  the 
end  of  the  day,  will  be 
summed  up  in  one 
word:  “more.  ’’  More 
industry  participating 
in  our  programs, 
more  marketing,  more 
partnerships  and  packages 
being  offered  on  the 
new  TravelAlberta.com, 
more  business  for  industry 
and  more  positive 
feedback  from  industry. 
We’re  already  starting  to 
see  that  but  I want  to  see 
a lot  more. 


Underlying  everything 
we  are  doing  is  to 
be  more  responsive 
to  industry  and  their 
marketing  needs. 

And  to  deliver  the 
resources  industry 
operators  require 
to  be  better,  more 
effective  marketers. 
That  includes  relevant 
learning  programs, 
consulting  with 
operators  on  specific 
marketing  issued as 
well  as  co-operative 
marketing  funding. 


I'm  a champion  of 
removing  organizational 
and  bureaucratic  barriers 
that  often  get  in  the  way 
of  effective  relationships 
with  our  customers. 

For  example,  we  are 
making  members  of 
our  Industry  Relations 
team  more  accountable 
to  industry  by  being 
more  accessible  and  by 
providing  support 


Our  team  is  really  focused 
on  the  business  of 
facilitating  relationships 
between  Travel  Alberta’s 
marketing  teams  and 
other  resources  in  our 
framework  including  the 
Tourism  Development 
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2011  ALTO  AMBASSADOR 

BETH 

RUSSELL-TOWE 
ALBERTA’S 
AMBASSADOR 
FOR  SUSTAINABLE 
TOURISM 

TO  ATTEND  THE  201 1 ALTO  AWARDS,  PLEASE  VISIT 
INDUSTRY.TRAVELALBERTA.COM/ALTO 


For  more  than  20  years, 
Russell-Towe  has  developed 
an  impressive  string  of  highly 
successful,  internationally 
recognized  sustainable  tourism 
initiatives  in  Alberta,  including 
The  Trail  of  the  Great  Bear,  the 
Waterton  Wildflower  Festival, 
Waterton  Wildlife  Weekend, 
and  the  Crown  of  the  Continent. 
She  will  be  awarded  her  Alto 
Ambassador  Award  at  the 
Alto  Awards  Gala,  October  24 
at  the  Travel  Alberta  Industry 
Conference  at  The  Fairmont 
Banff  Springs. 

The  Alberta  Tourism  (Alto)  Awards  Committee 
has  named  Waterton’s  Beth  Russell-Towe  as  the 
recipient  of  the  201 1 Alto  Ambassador  award  for 
her  outstanding  contributions  to  Alberta’s  tourism 
industry.  Russell-Towe  has  helped  develop  numerous 
tourism  initiatives  that  are  familiar  to  us  today 
including  the  Waterton  Wildflower  Festival,  the 
Waterton  Wildlife  Weekend  and  National  Geographic’s 
geo-tourism  initiative:  Crown  of  the  Continent. 


and  customized  self-drive  itineraries,  they  helped 
travellers  plot  their  holidays  along  the  Trail  of 
the  Great  Bear,  a 3,350  km  scenic,  international 
corridor  linking  Alberta  and  British  Columbia  with 
the  neighbouring  states  of  Wyoming  and  Montana. 

The  company  supports  environmentally,  socially  and 
culturally  sensitive  tourism  attractions  and  services 
and  educates  travellers  on  how  to  preserve,  protect 
and  enjoy  these  special  places.  It  also  works  to  bring 
travellers  to  attractions  outside  the  parks,  in  order  to 
help  sustain  smaller  communities  economically. 

In  1 991  the  company  grew  into  the  Trail  of  the  Great 
Bear  Partnership  Consortium,  consisting  of  more 
than  350  public  sector  organizations  and  small  and 
medium  sized  tourism  enterprises.  It  participated  in 
various  community  building  projects  including  the 
2001  Year  of  the  Great  Bear  - an  ambitious  initiative 
of  85  partners  who  offered  7,000  public  events  from 
Montana  to  the  Yukon,  aimed  at  raising  awareness 
of  the  bear  as  a symbol  of  North  American  wilderness. 

"Beth  stayed  with  the  Trail  for  seven  years  before  she 
had  a bona-fide  booking  - because  the  concept  was 
so  new  and  innovative,  that  people  couldn't  even 
grasp  the  concept,  ” says  Duncan  Daniels  of  Southern 
Alberta  Historic  Sites.  “She  was  talking  about  a 
‘recreation  tourism  corridor’  concept  that  was  truly 
unique.  She’s  a visionary.” 

The  Trail  of  the  Great  Bear  earned  global  recognition 
with  the  prestigious  International  Tourism  for  Tomorrow 
Award  from  British  Airways. 

To  ensure  the  long-term  viability  and  financial 
sustainability  of  the  Trail  of  the  Great  Bear,  Russell- 
Towe  developed  an  innovative  Community  Point  of 
Sales  process  and  manual  to  serve  as  a model  for 
sustainability.  This  helped  contribute  to  the  long- 
term economic  viability  of  similar  community-based 
corridor  initiatives,  such  as  the  Cowboy  Trail,  and  has 
been  shared  at  workshops  and  community  meetings 
from  southern  Alberta  to  Grande  Cache.  The  Trail  has 
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Further  illustration  of  Beth’s  commitment  and  contribution  to  sustainable  tourism  is  her  unwavering  support 
of  the  National  Geographic  initiative  to  promote  The  Crown  of  the  Continent  as  one  of  the  world's 
most  intact  temperate  ecosystems.  Beth  has  played  an  active  role  in  garnering  widespread  support  for 
the  development  and  ongoing  marketing  of  this  cross-border  regional  partnership:  a broad  consortium  of 
academics,  business  operators,  governments,  First  Nations  and  tourism  bodies  in  Alberta,  B.C.,  and  Montana. 


"Beth  Russell-Towe  is  a major  force  in  Alberta 
Southwest’s  mountain  tourism  industry,  ” says 
Shameer  Suleman,  Vice-President  of  the  Waterton 
Park  Chamber  of  Commerce.  “She’s  passionate 
about  this  region  and  in  connecting  people  with  the 
area.  I can  think  of  no  one  more  deserving  of  this 
prestigious  honour.  Beth  you  make  us  all  PROUD!” 
“She  is  an  excellent  example  to  other  tourism 
operators  and  a perfect  ambassador  to  the  guests 
we  all  serve,  ” says  Locke  Marshall  of  Parks  Canada. 

“Russell-Towe’s  vision  of  tourism  is  all  about 
sustainability.  Beth  fervently  believes  the  travel 
industry  needs  to  serve  as  a champion  for  sustaining 
the  distinctive  character  of  place,  both  as  a smart 
business  strategy  as  well  as  a moral  obligation  to 
future  generations,  ” says  Steve  Thompson,  formerly 
of  the  Crown  of  the  Continent. 


Beth  and  her  husband  Andy  still  own  and  operate 
the  Bear  Mountain  Motel  in  Waterton,  which  is  a key 
component  in  The  Trail  of  the  Great  Bear  learning 
vacation  programs. 

It  is  that  vision  and  leadership  that  will  be  celebrated 
when  the  Alto  Ambassador  Award,  sponsored  by  the 
Calgary  Airport  Authority,  will  be  presented  to  Russell- 
Towe  at  the  201 1 Alto  Awards  Gala  on  October  24. 


The  Alto  Ambassador  Award  recognizes  an 
exceptional  Albertan  who  has  made  an  outstanding 
contribution  to  the  provincial  tourism  industry. 


“Beth  Russell-Towe’s  contributions  to  the  provincial 
tourism  industry  and  the  ambassador  spirit  she  has 
demonstrated  throughout  her  career  makes  her 
an  outstanding  role  model,”  said  Allen  R.  Gibson, 
member  of  the  Strategic  Tourism  Marketing  Council 
and  Chair  of  the  volunteer  industry  committee  which 
oversees  the  awards  program  and  selects  the  Alto 
Ambassador  recipient. 


“I’m  deeply  touched  at  receiving  this  award,  ” says 
Russell-Towe.  "/  am  so  fortunate  to  be  involved  in  an 
industry  that  can  result  in  such  joy  and  rejuvenation 
by  connecting  us  to  special  places  like  Waterton 
Lakes  National  Park.” 


Russell-Towe  found  the  connection  between  national 
parks  and  the  tourism  industry  to  be  an  inspiring 
opportunity  to  work  with  partners  from  across 
the  region.  “Alberta’s  tourism  industry  provides 
outstanding  opportunities  to  be  involved  in  the 
creation  of  meaningful  visitor  experiences  based 
on  the  intrinsic  qualities  of  our  region,  ” she  says. 
“These  can  be  important  vehicles  in  the  long-term 
appreciation  and  protection  of  our  special  places. 

“The  values  of  the  International  Peace  Park  shape  the 
Waterton  community,  ” she  passionately  explains.  “Here, 
a deep  spirit  of  cooperation  and  partnership  prevails. 
Partnerships  are  the  foundation  of  all  our  projects.” 

After  several  years  developing  consortia  marketing 
concepts  nurtured  by  the  Chinook  Country  Tourist 
Association,  Russell-Towe  founded  her  award- 
winning vacation  planning  company  The  Trail  of 
the  Great  Bear  with  long-time  collaborators  Dr.  Brian 
Reeves,  Marie  Grant,  Brian  Baker  and  Dr.  Charles 
Jonkel.  The  Trail  of  the  Great  Bear  offers  nature 
and  enrichment  packages  in  the  Canadian  Rockies. 
With  unique  travel  products,  guiding  services, 
learning  programs,  special-interest  group  tours 


also  been  the  subject  of  learning  videos  showcasing 
eco-tourism  and  sustainability,  including  the  Access 
Television/Lakeland  College  Learning  Tourism  Series. 


Further  illustration  of  Beth’s  commitment  and 
contribution  to  sustainable  tourism  is  her  unwavering 
support  of  the  National  Geographic  initiative  to 
promote  The  Crown  of  the  Continent  as  one  of  the 
world’s  most  intact  temperate  ecosystems.  Beth  has 
played  an  active  role  in  garnering  widespread  support 
for  the  development  and  ongoing  marketing  of  this 
cross-border  regional  partnership:  a broad  consortium 
of  academics,  business  operators,  governments, 

First  Nations  and  tourism  bodies  in  Alberta,  B.C., 
and  Montana. 


directions  summer  2011  5 


Register  today! 

Save  your  spot  at  the  premier  tourism  industry  event  in  Canada,  named  Best  Conference 
in  Canada  for  the  past  two  years. 

Save  $100  by  registering  before  September  21. 


Date: 

Early  bird  deadline: 
More  details  online: 
Follow  us  on  Twitter: 
For  information,  call: 
or  email: 


October  23  -25,  2011 
September  21, 2011 

lndustry.TravelAlberta.com/Conference 

#TAIC 

1.403.277.7377 

ConferencelBTravelAlberta.com 


Special  Highlights: 


Participate  in  Travel  Alberta’s 
Annual  General  Meeting 


Join  Board  Chair  Quincy  Smith  as  he  highlights  results  of  Travel 
Alberta's  second  year  as  a Crown  Corporation.  CEO  Bruce  Okabe 
will  preview  Travel  Alberta's  go  forward  business  strategy  with  the 
updated  201 1 -14  Business  and  Marketing  Plan. 


Remember  to  Brand  — Alberta’s 
Tourism  Brand  Revealed 


Get  a first  look  at  Alberta's  new  tourism  brand  in  action.  Learn  how 
you  can  leverage  the  new  brand  for  your  business  with  the  new 
Alberta  Brand  Experiences  Toolkit. 


To  access  the  online  registration  or  print  off  the  taxable  form  go  to 

lndustry.TravelAlberta.com/Conference 


Hotel  Information: 

Deadline  to  book  a hotel  room  at  the  Conference  rate  is  September  21 . 


The  Fairmont  Banff  Springs 

Industry  Rates:  $1 45/night  + Taxes  & Resort  fee  of  $io/person. 

Promotional  Code  GFIC 

Book  your  room  at:  lndustry.TravelAlberta.com/Conference 

For  Reservations:  1.800.441.1414  or  1.403.762.6866 


Be  sure  to  indicate  you  are  attending  the  Travel  Alberta  Industry  Conference  to  access 
the  above  rate. 
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Arlene  Dickinson 


Simon  Sinek 


CEO  Venture  Communications  and  Co-star 
of  Gemini  Award-winning  "Dragon’s  Den" 

Arlene  will  provide  the  opening  address  at  the 
201 1 Travel  Alberta  Industry  Conference.  Arlene 
is  one  of  Canada's  most  renowned  independent 
marketing  communications  entrepreneurs.  After 
joining  Venture  as  a partner  in  1988,  Arlene  took 
over  sole  ownership  in  1998  and  has  grown  the 
company  into  a strategic  and  creative  powerhouse 
fora  blue-chip  client  list.  Ranked  as  one  of  Profit 
magazine's  Top  100  Women  Entrepreneurs  for 
seven  years  running,  she  is  considered  one  of  the 
most  powerful  female  business  leaders  in  Canada 
today.  Don't  miss  this  opportunity  to  hear  from 
Arlene  at  Alberta's  tourism  event  of  the  year! 


Canada  i*i 


Terry  O'Reilly 

Host  of  CBC  Radio  hit  show, 

"The  Age  of  Persuasion" 

Terry  O'Reilly  is  frequently  asked  to  speak  to 
companies  and  associations  on  the  power  of 
advertising.  A very  passionate  presenter,  he  has 
very  unique  and  insightful  views  on  what  it  takes, 
what  it  truly  takes,  to  connect  with  your  customers: 
How  can  your  message  pierce  the  clutter  of 
the  media  age  to  be  not  only  heard,  but  also 
remembered  and  acted  upon?  What  are  some  of 
the  greatest  ad  campaigns  ever,  and  what  makes 
them  tick?  These  are  just  some  of  the  questions 
Terry  O'Reilly  answers  in  his  keynotes.  For  over 
600,000  listeners.  O'Reilly,  the  host  of  CBC  Radio's 
hit  show  "The  Age  of  Persuasion,"  is  literally 
the  voice  of  advertising  — an  erudite  ad  man 
deconstructing  the  business,  the  craft  and 
the  business  of  advertising. 


PLATINUM  SPONSOR 


NORTHLANDS 


Renowned  Leadership  Expert  and 
Author  of  “Start  With  Why" 

Simon  Sinek  is  an  optimist.  He  believes  in  a 
bright  future  and  our  ability  to  build  it  together. 
Described  as  a visionary  thinker  with  a rare 
intellect,  Sinek  teaches  leaders  and  organizations 
how  to  inspire  people.  With  a bold  goal  to  help 
build  a world  in  which  the  vast  majority  of 
people  go  home  every  day  feeling  fulfilled  by 
their  work,  Sinek  is  leading  a movement  to 
inspire  people  to  do  the  things  that  inspire 
them.  Sinek's  unconventional  and  innovative 
views  on  business  and  leadership  have  attracted 
international  attention  and  have  earned  him 
invitations  to  meet  with  leaders  and  organizations 
in  a wide  array  of  industries. 


GOLD  SPONSOR  SILVER  SPONSOR 

Calgary  Herald  Burke  Group 

Edmonton  Journal  Mediaco,  the 

Global  TV  Calgary  Presentation  Company 
Global  TV  Edmonton 


Please  join  us  for  the  11th  Annual  Industry  Conference  to  be  held  at 
The  Fairmont  Banff  Springs. 

The  Travel  Alberta  Industry  Conference  provides  the  Alberta  tourism  industry  with  an  opportunity  to  network,  learn,  and  celebrate 
individuals  and  organizations  excelling  in  and  enhancing  our  tourism  industry.  Mark  your  calendars  now;  you  won't  want  to  miss  the 
Best  Meeting  in  Canada  (2009)  and  the  2010  STAR  Award  winner  for  Best  Conference  in  Canada! 
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Here’s  the  itinerary. 


Here  are  the  details. 


Join  friends  and  colleagues  in  our  interactive 
marketplace  and  enjoy  the  great  food  prepared 
by  The  Fairmont  Banff  Springs. 


Monday,  October  24 


7:30  am 

Breakfast 

8:00  am 

Opening  Plenary  | 

Lessons  from  the  Den: 
Succeeding  at  Business 
and  Being  an  Entrepreneur 

Arlene  Dickinson,  Chief  Executive  Officer, 
Venture  Communications,  Calgary 

Can  anyone  be  an  entrepreneur?  Arlene 
Dickinson’s  emphatic  answer  is  "Yes."  In  this 
talk,  one  of  Canada's  most  high  profile  business 
women  distills  a lifetime  of  experience  to  reveal 
everything  you  need  to  know  — and  do  — to  start, 


to  run,  and  to  grow  a great  business.  On  stage,  as 
on  the  small  screen,  Dickinson  displays  a palpable 
and  infectious  belief  in  the  entrepreneurial 
spirit;  she  reminds  us  of  the  major  contributions 
Canadians  have  made  to  international  business 
and  the  entrepreneurial  tradition. 


9:30  am  - 10:45  am 

Concurrent  Session  1 


© 


la.  Social  Media  and 
Customer  Relations 

Andrew  Gillespie,  Manager,  Guest  Relations, 
Four  Seasons  Hotels,  Toronto 

Social  Media  channels  (e.g.  Facebook,  Twitter) 
have  quickly  become  the  channel  of  choice  for 
customers  interacting  with  companies  in  the 
hospitality  and  travel  industry.  Consumers  have 


greater  power  than  ever  before  to  manage  their 
experience  with  your  brand  and  share  these 
experiences  online.  This  session  will  explore  how 
Four  Seasons  Hotel  and  Resorts  has  implemented 
an  effective  Social  Media  strategy  that  focuses 
on  providing  guests  with  the  information  they  need 
and  engaging  with  Fans  and  Followers  to  build 
brand  loyalty. 


1b.  Networking  is 
for  Neanderthals: 
Relationship  Marketing 
in  a New  Economy 

Shawne  Duperon,  ShawneTV,  Novi,  Michigan 

Networking  is  primal.  It's  biological.  We  need 
it.  We  crave  it.  Most  of  us  don't  do  it  well.  In 
this  session  you  will  step  into  a new  realm  of 
possibility.  Whether  you're  a seasoned  networking 
pro  at  chamber  events,  brand  spanking  new  on 
Facebook  or  want  to  be  interviewed  by  the  CBC, 
six-time  EMMY®  winner  Shawne  Duperon  will 
radically  transform  your  existing  notions  of 
networking  in  all  realms  where  you  connect  with 
people.  You  will  never  see  or  "do"  networking 
the  same  again. 


1 c.  If  You  Build  It, 

Will  They  Come? 

Reegan  McCullough,  Assistant  Deputy  Minister, 
Alberta  Tourism,  Parks  and  Recreation 

If  you  build  it.  they  will  come...  it  worked  in  the 
movie,  "Field  of  Dreams."  but  is  that  the  best 
strategy  for  developing  Alberta's  tourism  industry? 
To  meet  the  expectations  of  Alberta  tourists  and 
the  new  global  traveller,  and  compete  with  other 
destinations  worldwide,  Alberta  needs  a bold 
new  strategy  to  develop  its  tourism  products  and 
services.  Learn  more  about  Alberta's  draft  Tourism 
Development  Strategy  and  what  stakeholders  can 
do  to  think  globally  and  act  locally  with  a shared 
focus  on  increasing  competitiveness,  sustainability 
and  growth  of  the  industry. 


Id.  Tourism  Trends  and 
Emerging  Markets 

Michelle  McKenzie,  CEO,  Canadian  Tourism 
Commission 

Take  this  opportunity  to  find  out  the  latest  tourism 
trends  and  learn  what  is  being  projected  in  the 
existing  and  emerging  world  tourism  markets. 


1e.  What  the  Meetings, 

Convention  and  Incentive 
Markets  are  Looking  For 

Brian  Slot,  Director,  MC&IT,  Travel  Alberta 
Niesa  Silzer,  Creative  Director,  Details  Convention 
& Event  Management 

Peter  Gregus,  President,  Meetings  & Conventions 
Calgary 

This  panel  of  meeting  planners  and  sales  experts 
in  the  Meetings  Industry  will  be  discussing  what 
meeting  planners  are  looking  for  to  make  their 
events  successful.  From  how  meeting  planners 
can  be  approached  with  sales  pitches  to  how  to 
incorporate  best  practices  for  flawless  execution, 
this  session  will  cover  what  planners  want  and 
need.  The  discussion  will  also  include  how  you 
can  engage  with  Travel  Alberta's  MC&IT  team 
and  other  DMOs. 


11:00  am  - 12:15  pm 

Concurrent  Session  2 


2a.  So  You’re  On  Facebook, 

Now  What? 

Nora  Ahern,  Village  & Co.,  Vancouver 

Joining  Facebook  for  business  purposes  is  the  first 
step  to  attract  and  engage  your  customers.  This 
introductory  session  will  explore  how  to  reinforce 
your  brand  on  social  media  sites,  how  to  promote 
your  products  and  packages  effectively  and  how 
to  maintain  your  reputation.  This  session  will  also 
explore  how  you  can  use  Facebook  to  connect  with 
other  social  media  sites. 


2b.  Lipstick  and  Wanderlust: 
Marketing  to  the 
Female  Traveller 

Carol  Patterson,  Kalahari  Management  Inc.,  Calgary 

Want  to  double  your  market  share?  Make  sure 
you  are  reaching  female  travellers  and  the  people 
who  vacation  with  them.  Women  account  for  85% 
of  all  consumer  purchases  and  the  way  they  make 
vacation  decisions  may  surprise  you.  Carol  will 
reveal  useful  land  humorous  ] insights  into  how 
the  she-xplorer  thinks  and  why  going  beyond  a 
one-size-fits-all  marketing  plan  will  bring  you 
more  business! 


2c.  Tapping  into  Values  for 
Marketing  that  Works 

Lesley  Anderson,  Brand  Experiences, 
Canadian  Tourism  Commission 


This  advanced  workshop  is  designed  for  those  who 
are  familiar  with  the  CTC's  approach  to  marketing 
based  on  Explorer  Quotient  (EQI™  market  segment 
research.  You  will  be  introduced  to  the  CTC's 
refreshed  EQ  research  and  global  EQ  types,  take  a 
deep  dive  into  the  social  values,  travel  values,  and 
travel  behaviours  of  Alberta's  and  the  CTC’s  target 
EQ  types,  and  learn  how  to  apply  this  information  to 
execute  more  effective  marketing  communications. 


2d.  Ducks  Do  Deliver... 

A Case  Study  for 
Partnership  Marketing 

Wade  Harper,  Executive  Director,  International, 
Travel  Alberta 

Marney  St.  John,  Director,  Global  Partnership 
Marketing,  Travel  Alberta 
Greg  Reiber,  Director,  Corporate  Partnership 
Sales,  Anaheim  Duck's  Hockey  Club 

This  session  will  break  down  the  multi-faceted 
elements  of  Travel  Alberta's  unique  marketing 
partnership  with  the  Anaheim  Duck's  Hockey  Club 
and  Honda  Center  in  Orange  County,  California. 
You  will  hear  from  Travel  Alberta  and  the  Duck’s 
organization  on  how  the  program  delivers 
exceptional  value  to  the  province  and  how  our 
new  brand  journey  will  be  communicated  through 
this  relationship. 


2e.  Cultural  Diversity: 
Considerations  for 
Business  Professionals 

Janice  Robertson,  Benchmark  Projects  Ltd., 
Calgary 

Do  you  understand  why  you  should  never  refer 
to  a client  group  as  "Asian?"  Can  you  explain 
the  difference  between  race  and  ethnicity? 
Understanding  cultural  diversity  and  developing 
cultural  sensitivity  has  never  been  more  important 
in  any  business  setting.  For  travel  professionals 
interested  in  effective  global  communication,  it 
is  critical!  We  will  begin  with  some  basic  cultural 
theory  so  you  can  see  how  understanding  your  own 
and  others'  values,  attitudes,  customs  and  beliefs 
will  improve  the  effectiveness  of  your  communication 
skills.  You  will  learn  key  considerations  in  preparing 
to  communicate  with  groups  from  other  cultures/ 
countries,  or  even  with  specific  cultural  groups  here 
at  home.  As  well,  you  will  leave  the  session  with  tools 
to  increase  your  ability  to  target  and  communicate 
effectively  with  culturally  diverse  populations. 


12:15  pm  - 2:00  pm 

Lunch  and  Travel  Alberta 
Annual  General  Meeting 


2:15  pm  - 3:30  pm 

Concurrent  Session  3 


3a.  Social  Media  — 

Time  to  Make  Friends 

Nora  Ahern,  Village  & Co.,  Vancouver 

Social  media  is  the  most  universal  platform  that 
exists  to  help  establish  lasting  connections  and 
friendships  between  brands  and  audiences,  while 
also  building  the  credible  mass  necessary  for 
online  success.  This  presentation  will  explore  the 
key  elements  required  for  marketing  great  travel 
experiences  and  managing  those  experiences 
online.  Additionally,  this  presentation  will 
provide  a detailed  look  at  how,  through  listening 
platforms  and  active  monitoring,  both  positive 
and  negative  comments  can  be  addressed  quickly 
and  effectively  in  order  to  manage  your  reputation. 
The  recommended  method  of  addressing  negative 
comments  and  complaints  will  also  be  examined 
to  highlight  how  this  type  of  feedback  provides 
an  opportunity  to  convert  skeptics  into  believers 
and  outsiders  into  community  members  with  one 
tweet,  post  or  update,  ultimately  making  a potential 
foe  a friend. 


3b.  Remember  to  Brand  — 
Alberta’s  Tourism  Brand 
Revealed 

Royce  Chwin,  Managing  Director,  Global  Marketing 
& Brand  Strategy,  Travel  Alberta 

This  session  will  showcase  Alberta's  Tourism 
Brand  in  two  parts.  Get  a first  look  at  the  new 
brand  in  action  — with  the  reveal  of  the  201 1 
Winter  Experiences  campaign.  Followed  by  the 
launch  of  the  new  Alberta  Brand  Experiences 
Toolkit.  Take  this  toolkit  home  to  help  you 
leverage  the  refreshed  brand  in  your  own 
marketing  and  communication  executions. 


3c.  Discover  Your  Inner 
Cultural  Capital 

Terry  Rock,  President  & CEO,  Calgary  Arts 
Development 

Karen  Ball,  Executive  Director,  Calgary  2012 

This  presentation  will  highlight  the  importance 
of  investing  in  the  long  term  growth  and 
development  of  your  arts  and  culture  sector. 
Focusing  on  innovative  platforms  and  investing  in 
remarkable  experiences  for  locals  and  visitors  to 
create  success  stories.  Come  hear  what  Calgary 
Arts  Development's  approach  is  to  cultural  tourism 
with  the  biggest  opportunity  for  tourism  in  2012 
and  how  pushing  new  boundaries  with  innovative 
new  creations  can  have  huge  impacts. 


3d.  Update  on  the  Economy  — - 
in  Alberta  and  Canada 

Todd  Hirsch,  Senior  Analyst,  ATB,  Calgary 

Has  Alberta  weathered  the  economic  storm  of 
2009/10?  Back  by  popular  demand,  Todd  Hirsch 
returns  to  the  Travel  Alberta  Industry  Conference 
to  provide  us  with  updates  on  how  our  part  of  the 
world  has  recovered.  Or  have  we?  Todd  will  bring 
insight  into  the  current  economic  picture  in  Alberta. 


3e.  Gossip  Marketing 

Shawne  Duperon,  ShawneTV,  Novi,  Michigan 

What  are  you  broadcasting?  How  do  others  "gossip' 
about  you?  Gossip  gets  a bad  rap.  When  you  think 
"gossip"  you  usually  think  mean  and  malicious, 
right?  Guess  what?  Research  shows  mean  and 
malicious  gossip  is  only  about  5-7%  of  gossip. 

This  presentation  takes  you  on  a powerful  journey 
that  will  have  you  master  word  of  mouth  for 
promoting  your  business  and  career.  We  all  know 
you  need  to  work  smarter,  but  are  you  really  doing 
it?  When  done  right,  gossip  is  the  smartest  and 
most  powerful  way  to  market  yourself  both  online 
and  off.  You'll  finally  understand  through  extensive 
research  why  celebrity  gossip  is  so  popular  and 
how  to  use  those  same  celebrity  gossip  strategies 
to  masterfully  and  exponentially  grow  your  fame, 
business,  non-profit,  product,  service  or  career. 


3:45  pm  - 4:45  pm 

Concurrent  Session  4 


4a.  The  CTC’s  Signature 

Experiences  Collection  — 
Make  your  Mark  for  Canada 

Lesley  Anderson,  Brand  Experiences, 

Canadian  Tourism  Commission 

Travellers  around  the  world  are  telling  us  all 
that  they  want  to  explore  and  live  a life  that's  less 
ordinary  and  we've  promised  them  that  Canada 
is  the  place  where  they  can  fulfill  this  dream. 
Canada's  tourism  experience  providers  are  key 
to  delivering  that  promise.  Join  us  to  learn  about 
global  market  demand,  industry  trends  and 
the  opportunity  that  exists  to  meet  the  needs 
of  Canada's  best  prospective  customers.  Learn 
about  the  CTC's  Signature  Experiences  Collection 
program  that  responds  to  these  changing  demands 
and  how  you  can  make  your  mark  for  Canada  by 
becoming  a participating  member. 


4b.  Beyond  "Boom,  Bust 

and  Echo”:  Understanding 
the  Challenges  of 
Communicating  with 
Diverse  Generations 

Janice  Robertson,  Benchmark  Projects  Ltd, 
Calgary 

There  are  now  four  distinct  generations  of  adults 
working,  learning  and  spending  money  in  the 
same  society.  This  has  never  happened  before  and 
it  challenges  organizations  to  better  understand 
generational  diversity.  This  session  will  be  an 
overview  of  the  social  changes  that  created  the  four 
generations  with  tips  for  successful  and  meaningful’ 
communication  in  a fast-paced  and  wireless  world. 


4c.  Is  your  Product 
Export  Ready? 

Jonview  Canada 

Discover  Holidays  Inc 

Brewster  Transportation  and  Tours 

Moderated  by  Joe  Volk,  Market  Development 
Director,  RTO  & Trade  Development,  Travel  Alberta 

Join  our  panel  of  representatives  from  three  of  our 
major  Receptive  Tour  Operators  (RTO)  in  Canada 
who  do  business  in  a large  segment  of  international 
markets.  You  will  Learn  how  a RTO  can  get  your 
product  into  the  international  market.  Don't  miss 
this  opportunity  to  learn  more  about  the  needs  for 
export  ready  products  for  the  international  market. 


4d.  The  Best  Original  Ideas 
Are  Always  Borrowed 
From  Somebody  Else 

Arnold  Grandt,  Director,  Ukrainian  Cultural 
Heritage  Village,  Edmonton 

Learn  first-hand  how  the  Ukrainian  Cultural 
Heritage  Village  turned  their  regular  offered 
spring  guided  tour  into  an  award  winning  fun  and 
interactive  program.  Site  staff  used  a no-nonsense 
approach  to  maximizing  capacity  numbers  while 
minimizing  costs  and  resources.  Learn  from  the 
site's  experiences  in  order  to  develop  programs 
suited  to  your  own  venues. 


5:00  pm 

Alto  Awards  Reception 

6:00  pm  - 10:00  pm 

Alto  Awards  Gala 


Tuesday,  October  25 


1 7:30  am 

Breakfast 

1 8:30  am 

Plenary  Session 

Outsmart  Them, 

Don't  Outspend  Them 

Terry  O'Reilly 

In  a world  where  most  advertisers  don't  really 
have  the  budgets  to  trounce  the  competition, 
where  small  advertisers  are  up  against  bigger 
ones,  and  where  not-for-profit  communicators 
struggle  to  make  an  impact,  there  is  a way  to 
gain  remarkable  returns.  It  just  takes  a different 
mindset,  some  very  clever  and  smart  strategies, 
and  an  ability  to  leverage  opportunities  others 
don't  see.  See  amazing  campaigns  from  around 
the  world  that  outsmarted  the  competition,  while 
not  having  to  outspend  them. 


9:45  am  - 11:00  am 

Concurrent  Session  5 


5a.  Remember  to  Brand  — 
Alberta’s  Tourism  Brand 

Revealed  [repeat  session) 

Royce  Chwin,  Managing  Director,  Global 
Marketing  & Brand  Strategy,  Travel  Alberta 

This  session  will  showcase  Alberta's  Tourism 
Brand  in  two  parts.  Get  a first  look  at  the  new 
brand  in  action  — with  the  reveal  of  the  201 1 
Winter  Experiences  campaign.  Followed  by  the 
launch  of  the  new  Alberta  Brand  Experiences 
Toolkit.  Take  this  toolkit  home  to  help  you  leverage 
the  refreshed  brand  in  your  own  marketing  and 
communication  executions. 


5b.  Informal  Chat  with 
Terry  O’Reilly 

Terry  O’Reilly 

This  is  your  opportunity  to  learn  more  from  our 
keynote  speaker  and  to  continue  the  discussions. 

5c.  GeoTourism 

Jonathon  Tourtellot,  National  Geographic 
Magazine 

Founder  of  the  Center  for  Sustainable  Destinations, 
part  of  National  Geographic's  Mission  Programs, 
Mr.  Tourtellot  leads  the  Center's  core  strategy  of 


geotourism.  Geotourism  is  defined  as  tourism 
that  sustains  or  enhances  the  geographic 
character  of  a place.  He  discusses  how  the 
geotourism  approach  can  assist  Alberta  in  terms 
of  recognizing  undervalued  assets  (natural, 
historic,  cultural,  scenic,  even  culinary),  protecting 
endangered  assets,  and  identifying  new  ways  to 
build  on  existing  assets  — in  short,  to  enrich  the 
visitor's  travel  experience. 


5d.  Boost  Your  Own  Business 
with  Co-operative  Funding 

Richard  Wong,  Executive  Director,  Industry 
Relations,  Travel  Alberta 

Join  the  Industry  Relations  team  to  better 
understand  how  to  access  co-operative 
marketingfunding.  Find  out  about  new  learning 
opportunities  that  will  help  make  your  business 
thrive.  Explore  best  practices  of  successful 
co-operative  marketing  projects. 


5e.  Tourism  and  Community 
Development  — Mutually 
Exclusive  or  Symbiotic? 

Chris  Fields,  Senior  Brand  & Destination 
Marketing  Strategist,  Twist  Marketing 

In  this  session  we  will  show  you  examples 
of  how  other  communities  have  leveraged  the 
best  of  tourism  to  build  their  brands  and  bolster 
their  economic  development  and  community 
development  activities.  We  will  also  discuss  the 
importance  of  differentiation  — the  days  of  "we've 
got  stuff,  come  see  things"  or  "we  have  a little 
something  for  everyone"  are  over!  We  will  show 
you  how  to  move  beyond  the  tried  and  true  (but 
stale)  promotional  pictures  of  scenery  or  attraction, 
to  paint  the  differentiating  elements  of  human 
experience  on  top  of  your  geography  canvas. 

Come  prepared  to  throw  out  your  old  ideas 
about  how  communities  should  market  and  be 
prepared  to  walk  away  with  ideas  about  how 
you  can  contribute  to  shaping  the  trajectory  of 
your  community. 


11:15  am  - 12:15  pm 

Closing  Plenary 


Start  with  Why 

Simon  Sinek 

Simon  Sinek  is  leading  a movement  to  inspire 
people  to  do  things  that  inspire  them.  He  writes, 
consults  and  speaks  about  the  power  of  Why  — 
the  purpose,  cause  or  belief  that  drives  every  one  of 
us.  Sinek's  unconventional  and  innovative  views  on 
business  and  leadership  have  attracted  the  attention 


of  various  high  profile  organizations.  His  first 
book,  "Start  with  Why:  How  Great  Leaders  Inspire 
Everyone  to  Take  Action"  was  published  in  2009. 


12:15  pm 

Lunch  and  Closing  Remarks 


2011  Sponsors 

PLATINUM 

Northlands 

GOLD 

Calgary  Herald 
Edmonton  Journal 
Global  Calgary 
Global  Edmonton 

SILVER 

Burke  Group 

Mediaco,  the  Presentation  Company 

BRONZE 

ATB  Financial 
Calgary  Stampede 

Details  Convention  & Event  Management 
Edmonton  Festival  City  in  a’ Box 
presented  by  TransAlta 
Fort  McMurray  Tourism 
Nonlinear  Systems 
Venture  Communications 

QUARTZ 

Alberta  Hotel  and  Lodging  Association 

Canalta  Hotels 

OOGOAtberta 

GRANITE 

Foundry  Communications 
Twist  Marketing 
World  Web  Technologies 

ALTO  AWARD  SPONSORS 

Alberta  Pride  - Legislative  Assembly 
Office  of  the  Alberta  Legislature 
Ambassador  Award  - Calgary  Airport 
Authority 

Friends  of  Tourism  - Alberta  Hotel  & 
Lodging  Association 
Marketing  Excellence  Award  Campaign 
or  Project  over  $5,000  - Karo  Group 
Marketing  Excellence  Award  Campaign 
or  Project  Up  to  $5,000  - Brewster 
Marketing  Partnership  - Edmonton  Airports 
Service  Excellence - Via  Rail 
Sustainable  Tourism  - Conseil  de 
developpement  economique  de  TAlberta 
Tourism  Media  - Calgary  Hotel  Association 


CONSOLIDATING  CO-OPERATIVE  MARKETING  PROGRAMS 


BOOSTING  SUPPORT 
TO  INDUSTRY  WITH 
OO-OPERATWE 
MARKETING  FUNDING 


Since  June,  Travel  Alberta  has  been  working  with  the  six  Tourism  Destination  Regions 
(TDRs)  to  consolidate  co-operative  marketing  programs  within  Travel  Alberta,  effective 
April  1,  2012.  More  than  $7  million  in  Travel  Alberta  funding  for  the  co-operative 
marketing  program  is  currently  delivered  to  support  industry  marketing  programs 
under  contract  by  incorporated  societies  in  six  TDRs.  Funding  agreements  with  the 
six  TDRs  will  be  allowed  to  expire  on  March  31,  2012. 


The  guiding  principle  behind  the  consolidation 
of  the  co-operative  marketing  programs  is  to 
simplify  how  Travel  Alberta  delivers  services 
and  opportunities  to  industry  stakeholders. 

The  objective  is  a more  efficient  and  effective 
co-operative  marketing  model. 

“Aligning  our  resources  to  better  meet  the  requirements 
of  our  industry  stakeholders  and  the  demands  of 
the  changing  marketplace  will  strengthen  Alberta’s 
competitive  position,”  said  Bruce  Okabe  Travel 
Alberta’s  Chief  Executive  Officer. 

Here  is  a list  of  Frequently  Asked  Questions  about 
the  initiative. 

k WHY  WAS  THE  DECISION  MADE  TO  END 
\ yF;  FUNDING  TO  THE  TDR  CONTRACTS? 

The  Strategic  Tourism  Marketing  Council  (STMC)  has 
made  recommendations  to  improve  and  enhance  the 
delivery  of  industry  co-operative  marketing  support 
from  Travel  Alberta.  The  STMC,  made  up  of  industry 
volunteers  from  all  regions  of  the  province,  represents 
regional  industry  interests  on  marketing  and  tourism 
issues  as  advisors  to  both  the  Minister  and  to 
Travel  Alberta. 


Consolidating  six  separate  Travel  Alberta  programs 
under  one  single  corporate  structure  is  a natural 
extension  of  the  amalgamation  of  Travel  Alberta 
International  and  the  Travel  Alberta  Secretariat  to 
the  new  Crown  Corporation  on  April  1 , 2009,  and 
the  subsequent  transition  of  regional  marketing, 
previously  outsourced  to  Parcom  Marketing  Inc, 
into  the  Corporation  on  April  1 , 201 1 . On  this  date, 
Travel  Alberta  will  truly  be  “One  Team,  One  Brand, 
One  Strategy”. 

HOW  WILL  THIS  CHANGE  BENEFIT 
INDUSTRY? 

Funding  for  the  consolidated  program  is  expected 
to  increase  by  at  least  $1  million  which  will  be 
re-invested  into  co-operative  marketing  support  to 
industry.  Regional  allocations  will  remain  unchanged 
and  co-operative  marketing  decisions  will  continue 
to  be  made  regionally. 

Co-operative  marketing  funding  guidelines  will  be 
simplified  and  access  to  funding  will  be  consistent 
across  the  province,  simpler  and  easier  to  access 
for  industry. 

Travel  Alberta  will  continue  to  connect,  support  and 
work  with  tourism  industry  operators  in  the  province 


through  our  Industry  Relations  Business  Unit.  The 
goal:  to  make  the  co-operative  marketing  funding 
process  easy  and  consistent. 

WHEN  WILL  WE  SEE  CHANGES  AND  WILL  NEW 
POSITIONS  BE  CREATED  AT  TRAVEL  ALBERTA 
TO  MANAGE  THE  PROGRAM? 

Funding  agreements  with  the  TDRs  will  expire  on 
March  31, 2012.  Until  this  time,  it  will  be  business  as 
usual  as  regional  co-operative  marketing  programs 
and  services  provided  to  Alberta’s  tourism  industry 
through  the  TDRs  will  continue,  without  interruption, 
under  the  terms  of  the  existing  contracts. 

TDR  Managing  Directors  will  be  offered  one  year 
contract  positions  with  Travel  Alberta  to  help  manage 
the  transition  process  and  to  allow  sufficient  time  to 
decide  if  they  want  to  continue  as  members  of 
a larger  team.  We  anticipate  new  co-operative 
coordinator  positions  will  be  required  to  administer 
the  program.  Travel  Alberta  will  post  the  new 
positions  by  January  and  current  TDR  coordinators 
will  be  encouraged  to  apply.  While  not  finalized, 
the  coordinators  will  be  located  in  Travel  Alberta’s 
Edmonton  and  Calgary  offices. 
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INSIDE  A SUCCESSFUL  CO-OPERATIVE  MARKETING  PROPOSAL 


At  Richard  Wong’s  “Boost  Your  Own 
Business  with  Co-operative  Funding ” 
session  on  October  25  at  the  Travel 
Alberta  Industry  Conference,  a case 
study  will  be  presented  on  how  Brewster 
Canada  developed  and  successfully 
found  co-operative  marketing  funding 
to  support  the  successful  “Unplug  & 
Explore”  regional  marketing  campaign 
for  the  consortium  they  led. 

Learn  what  worked  and  what  didn’t,  both  in  the  application  process 
and  during  the  campaign  itself. 


DOES  THE  CONSOLIDATION  MEAN  FEWER 
RESOURCES  FOR  INDUSTRY  IN  THE  REGIONS? 

Quite  the  opposite.  Travel  Alberta  is  committed  to 
delivering  more  support  to  industry  with  the  new 
program  model.  Travel  Alberta’s  regional  field  presence 
will  be  increased  when  TDR  Managing  Directors  join 
our  team.  Efficiencies  realized  are  being  re-invested 
into  the  co-operative  marketing  program  that  will  show 
increases  in  regional  allocations  plus  a $1  million 
province-wide  fund  that  will  be  accessible  to  all 
industry  in  the  province. 

HOW  WILL  THE  REGIONAL  NEEDS  OF  INDUSTRY 
CONTINUE  TO  BE  RECOGNIZED?  WHO  WILL  BE 
LOOKING  OUT  FOR  REGIONAL  INTERESTS? 

The  STMC  has  agreed  to  assume  oversight  of  the 
new  co-operative  marketing  program.  Travel  Alberta 
is  accountable  to  providing  regular  updates  on  how 
industry,  in  each  of  the  six  regions,  are  supported 
though  co-operative  marketing  funding. 

HOW  WILL  TRAVEL  ALBERTA  ENSURE  THAT 
THERE  IS  FUNDING  AVAILABLE  FOR  SMALL 
RURAL  OPERATORS  AND  THAT  IT  DOESN’T 
ALL  GO  TO  THE  LARGER  ORGANIZATIONS 
AND  URBAN  CENTRES? 


Travel  Alberta  has  committed  to  maintaining  current 
co-operative  marketing  funding  allocations  to  each 
of  the  six  regions  that  total  $7  million.  We  are  also 
adding  more  than  $1  million  to  the  program  which 
will  be  accessible  to  industry  throughout  the  province 
to  ensure  all  industry  programs,  particularly  those 
led  by  smaller  independent  operators,  are  provided 
with  funding  support.  We  intend  to  be  open  and 
transparent  in  reporting  how  those  funds  are  invested 
to  the  Board  of  Directors,  the  STMC  as  well  as  to 
industry  at  large. 

WHAT  WILL  HAPPEN  TO  THE  TDR 
ORGANIZATIONS? 

The  TDR  organizations  will  no  longer  have  funding 
agreements  with  Travel  Alberta  following  March  31 , 
2012.  Travel  Alberta  and  the  STMC  are  working  with 
the  TDR  Boards  and  the  Managing  Directors  on  a 
comprehensive  operations  plan  that  will  facilitate  an 
orderly  wind  down  of  the  organizations  and  a smooth 
transition  of  the  co-operative  marketing  program  to 
ensure  no  interruption  of  service  to  industry.  It  is  also 
important  to  no'te  that  all  costs  associated  with  the 
wind  down  of  the  TDRs  will  be  covered  from  non- 
marketing funds  already  budgeted  by  the  TDRs  and 
by  Travel  Alberta. 


WHAT  ELSE  IS  CHANGING  AND  WHEN  WILL 
INDUSTRY  BE  INFORMED  ABOUT  THE  DETAILS  OF 
EXACTLY  HOW  THE  NEW  PROGRAM  WILL  WORK? 

Travel  Alberta,  the  STMC  and  the  TDRs  are 
working  together  over  the  summer  and  fall  to 
develop  co-operative  marketing  guidelines  that  will 
be  consistent  across  the  province.  These  guidelines 
will  be  simpler  and  easier  to  access  and  will  better 
meet  the  needs  of  industry  marketers  which  are  quite 
different  today  than  they  were  1 5 years  ago  when  the 
current  structure  was  designed. 

Travel  Alberta  will  be  unveiling  these  new  guidelines 
at  the  Travel  Alberta  Industry  Conference  in  Banff 
this  October  and  sharing  them  widely  with  industry 
though  Open  Houses,  on  lndustry.TravelAlberta.com 
and  through  the  TDRs,  regional  organizations  and 
our  Industry  Relations  team.  Consistent  guidelines, 
application  forms  and  evaluations  are  now  being 
created  for  industry.  When  industry  partners  are 
ready  to  apply,  beginning  this  spring,  for  2012-13 
co-operative  marketing  programs,  Travel  Alberta 
representatives  will  be  pleased  to  walk  you  through 
the  new  process. 
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Travel  Alberta’s  consumer 
website  and  industry  websit 
are  key  parts  of  an  integrate < 
multi-faceted  marketing 
approach.  The  web  is  one 
of  Travel  Alberta’s  most 
influential  channels  for  creati 
compelling  invitations  to 
experience  Alberta. 


But,  the  world  of  Internet  marketing  is  constantly 
evolving  and  changing  and  Travel  Alberta’s  web 
properties  simply  haven’t  kept  up  with  technological 
advances  in  the  increasingly  complex  and 
competitive  world  of  tourism  e-marketing.  Recent 
performance  and  usability  of  Travel  Alberta’s 
websites  has  not  mirrored  the  success  achieved 
in  our  other  marketing  channels  and  campaigns. 
Those  facts  and  the  upcoming  activation  of  a new 
Alberta  tourism  brand  prompted  Travel  Alberta  to 
realign  our  web  channel  strategy.  As  part  of  a two-year 
initiative,  Travel  Alberta  is  investing  in  redeveloping  our 
websites  to  better  serve  the  needs  of  both  travellers 
and  Alberta  tourism  industry  operators.  sThe  first  phase 
of  our  website  realignment  efforts  will  be  launched 
this  fall?  first  with  a new  and  improved  Industry. 
TravelAlberta.com  website,  a one  stop  portal  for  Alberta 
industry  operators  to  access  Travel  Alberta  services, 
programs  and  marketing  channels.  It  is  through  this  site 
that  industry  will  populate  the  new  TravelAlberta.com 
consumer  website,  to  go  live  this  fall,  in  conjunction 
with  the  launch  of  Alberta’s  new  tourism  brand  at  the 
Travel  Alberta  Industry  Conference. 
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Operators 


Travel  Alberta ’s  web 
channel  is  the  central  hub 

and  is  the  most  influential 


channel  for  creating 
compelling  invitations 
to  experience  Alberta. 


Travel  Alberta  & Email 

Third  Party  Websites  Marketing 


Print 

Publications 


Mobile  Applications  Social  Networking 
(future  channel)  Channels  / Applications 


Visitor  Information  - Marketing 

& Call  Centers  Campaigns 


NEW  ALBERTA  TOURISM  INFORMATION  SERVICE 

A SINGLE,  SELF-SERVICE  SOLUTION  FOR  ALBERTA  TOURISM  OPERATORS  TO  PROMOTE  THEIR  BUSINESS  ACROSS  MULTIPLE  CHANNELS. 


Future  phases  of  our  website  realignment  efforts,  to 
be  released  in  2012,  will  enhance  existing  content  and 
functionality  to  further  promote  Alberta  and  Alberta 
tourism  operators  to  regional  and  international  travellers. 
Central  to  Travel  Alberta’s  success  is  the  continued 
growth  and  prosperity  of  our  tourism  industry  partners. 
As  the  Travel  Alberta  consumer  website  evolves 
following  this  Fall’s  launch,  future  enhancements 
include  having  all  the  participating  industry  websites 
searched  by  Travel  Alberta’s  website  search 
capabilities.  This  will  further  expand  their  business 
exposure  to  potential  travellers  and  will  lead  to  their 
listings  being  fed  to  mobile  applications  and  social 
networking  channels. 

Supporting  needs  for  increased  destination  awareness 
and  purchase-ready  customer  leads,  Travel  Alberta 
has  always  provided,  free  of  charge,  opportunities 
for  operators  to  promote  their  businesses  on  Travel 
Alberta  websites,  both  with  packaging  and  product 
opportunities  on  TravelAlberta.com  as  well  as  product 
and  event  listings  through  the  Tourism  Information 
System  (TIS),  managed  by  Tourism,  Parks  and 
Recreation.  This  system  required  operators  to  log 
on  to  two  websites  and  enter  information  separately. 


With  the  launch  of  the  new  lndustry.TravelAlberta.com 
site  in  September,  operators  will  only  need  to  log  onto 
one  site  to  manage  and  control  how  their  own  profiles, 
travel  offers,  and  events  and  business  listings  will 
appear  to  consumers  and  industry  partners  through 
Travel  Alberta  online  channels. 

The  new  Alberta  Information  Service,  created  in 
partnership  with  Tourism,  Parks  and  Recreation  and 
Travel  Alberta,  combines  two  historically  disparate 
programs  - Tourism,  Parks  and  Recreation  Tourism 
Information  System  (TIS)  and  the  Travel  Alberta 
Holiday  Card  program,  into  a single  provincial 
platform  for  tourism  information  on  Alberta.  It  is 
also  a tool  that  provides  operators,  especially  those 
with  smaller  budgets  and  without  affiliations  with 
larger  Destination  Marketing  Organizations,  a greater 
voice  and  more  opportunities  in  an  increasingly 
competitive  marketplace. 

Being  part  of  the  new  lndustry.TravelAlberta.com  site 
will  be  for  many  the  fundamental  first  step  in  breaking 
into  the  rapidly  growing  online  marketplace  without 
having  to  worry  about  any  direct  costs.  Benefits  also 
include  being  part  of  Travel  Alberta’s  official  and  trusted 
regional  and  global  consumer  marketing  channel  that 


reaches  millions  of  consumers  annually.  Perhaps  the 
best  part  is  that  operators  will  have  full  control  on  how, 
when  and  where  their  information  is  presented  to 
the  marketplace. 

if  you  are  looking  to  grow  your 
business  next  season,  you  can’t 
afford  missing  out  on  being  part 
of  the  new  TravelAlberta.com 
and  industry.TravelAiberta.com 
websites.  Get  ready  to  sign 
up  and  tell  the  world  about  the 
goosebump  moments  awaiting 
your  customers. 
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Travel  Alberta’s  partnership  with  The  Fairmont 
Banff  Springs  created  a great  opportunity  to  create 
destination  awareness  and  to  promote  golfing  in 
Alberta  by  leveraging  the  Telus  Skins  Golf  Tournament 
in  Banff.  More  than  one  million  people  are  estimated 
to  have  watched  the  television  broadcast  of  the  event. 
Celebrating  the  partnership  are  (from  left  to  right) 
Bruce  Okabe  and  Quincy  Smith  of  Travel  Alberta, 
Canadian  golfing  legend  Stephen  Ames  and 
Fairmont’s  Francisco  Gomez. 


1-. 


Travel  Alberta  is  involved  in  a filming  project  being 
planned  as  a five-part  series  on  British  TV  called 
“Changing  Reins”.  The  Bowman  family,  British 
Carriage  Racing  champions,  recently  visited  Alberta’s 
Sutherland  family,  Chuckwagon  Racing  champions, 
to  learn  about  the  sport  of  Chuckwagon  Racing. 

The  Sutherland  family  will  visit  England  during  the 
Carriage  Driving  World  Championships  in  September 
to  learn  about  the  sport  of  Carriage  Racing,  where 
competitors  take  on  a cross-country  course  filled 
with  tight  turns,  rugged  terrain  and  water  obstacles. 


The  Brand  Journey  continues:  filming  goosebump  moments  this  summer  - 
Aboriginal  dancing  in  Alberta. 


ABC  News  interviews  Dan  Aykroyd  during  the  Celebrity  Dino  Dig  at  Pipestone 
Creek  near  Grande  Prairie  in  July.  Travel  Alberta  leveraged  the  charity  event 
with  travel  media  to  raise  awareness  of  Grand  Prairie  and  the  Philip  J.  Currie 
Dinosaur  Museum,  scheduled  to  open  December,  2012. 


Travel  Alberta 
Speakers  Series 
Featuring  Neil  Pasricha 

Calgary 
September  30 

Travel  Alberta 
Industry  Conference 

The  Fairmont  Banff  Springs 
October  23-25 

Alto  Awards  Gala 

The  Fairmont  Banff  Springs 
October  24 

Canada’s  West 
Marketplace 

Vancouver 

November  28  - December  1 


Calgary  - November  1 
Banff  - November  2 
Jasper  - November  3 
Edmonton  - November  4 
Grande  Prairie  - November  8 
Slave  Lake  - November  9 
Whitecourt  - November  1 0 
Pincher  Creek  - November  1 5 
Lethbridge  - November  1 6 
Medicine  Hat  - November  1 7 
Drumheller  - November  1 8 
Lac  La  Biche  - November  22 
Vermilion  - November  23 
Camrose  - November  24 
Red  Deer  - November  25 
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